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Increased knowledge exchange with
grape growers *

Planning for earlier and longer harvest *

Increased knowledge exchange with
winemakers *

Took on new (temporary) workers *
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Winemakers

Retailers and distributors
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* Adaptation behaviours

undertaken

due to demand -
Long working hours -

Purchased grapes from new,
additional or alternative sources *

Invested in additional processing,
storage and wine making equipment,
including temporary tanks *

Took on new (temporary) workers %

Hired new or additional contract
winemakers or winemaking services %

Sold grapes that couldn’t be processed
due to capacity limitations *

produced (e.g. more still, red or
vintage wines) *

Adjusted use of additives (e.g. reduced
addition of sugar - chaptalisation -
to increase alcohol levels) *

Adjusted winemaking techniques (e.g.
skipping malolactic fermentation,
reduced ageing in cellar) *

Experimented with new winemaking
techniques and styles (e.g. lower-
intervention winemaking techniques) *
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Emphasised ‘unique’ qualities of 2018
wine in marketing *

Adjusted prices (e.g. increased prices
on premium wines) %
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Larger volumes of wine available
for sale and distribution +

Additional and different types of wine
available for sale and distribution,
including from new producers +

Purchased additional or alternative
English and Welsh wines + *

Sourced wines from different or
additional producers *

Applied new strategies for marketing
English and Welsh wines (e.g. running
promotions) *




@ Longer-term impacts and learning responses
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Increased demand for products and  understand needs, opportunities and
services as sector expands + challenges *

Changing customer needs + - Expanded and diversified business
New entrants into sector increasing ad de_velopfd_new products
competition, access to new markets UISEIVCES

and opportunities for collaboration + - Adjusted pricing models and
Invested in building relationships and restructltjred srpcegses f;)r_managmg
communicating with customers to payments and Invoices
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Fear that growth in sector will exceed  Adjustments in vineyard management
demand for English and Welsh wine  regimes (e.g to pruning regimes,
and push down prices - canopy management approaches
Increased investment in production and vine nutrition) *
encouraged by performance of 2018  Changes to production strategies to
(e.g. site expansion and planting new  support resilience of soils and vines
or additional grape varieties) * or to create unique marketable
Expansion and diversification of glialltlest_(e.g. ordgantl_c / Iov.)v(.-
business (e.g. investment in marketing intervention production)
and expanding customer base) ¥ New vineyard monitoring regimes %
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Increased investment in sector, Investment in winemaking equipment
including new entrants encouraged  and facilities, (e.g. to increase
by 2018 sector performance creating  processing and storage capacity
new competition and opportunities  or allow more activities to be done
for collaboration + - * ‘in-house’) *

Fear of surplus of wine (market Expansion and diversification
saturation) pushing prices down - of business (e.g. offering new
Adjustment to grape production contract winemaking services) *

and sourced strategies (e.g. to Investment in marketing and building
create unique marketable qualities, linkages with retailers and distributors
such as organic, low-intervention to attract direct sales and expand

or vintage wines) * customer base *

Adjustment to the types of wine Investment in air conditioning

being produced and marketed * for wineries *
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More retailers stocking English English and Welsh wines %
and Welsh wines - * .

Changes to buying and
Increased emphasis on English and ordering processes *
Welsh wines in business strategy Investments in relationshio buildi
(e.g. stocking additional wines) * fIVESIMENLS In re'ationship but _mg
with existing or additional suppliers *
Investments in marketing
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